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Xiamen Huarun Decorative Painting Co., Ltd. (shorten form as “Xiamen Huarun”) 
occupies a leading position in Xiamen decorative painting market, the market share 
for its wooden material painting is 47% and that for the wall painting is 30%. Thanks 
to its good marketing strategy, Xiamen Huarun is able to stand successfully in this 
highly competitive market. 
 
Based on the theory of 7Ps in Service Marketing, this paper gives a brief analysis 
and summary for the last 3 years’ Marketing Strategy of Xiamen Huarun, it also 
points out the direction for the company’s future development. 
 
The 1st chapter explains various concepts and characteristics of the Service 
Marketing Strategy, like Service, Service Marketing, Good Service Strategy, 
Customer Satisfaction Strategy, and Service Marketing Mix Strategy. It further 
analyzes the development trend of the Service Marketing, introduces the theory of the 
Service Profit Chain and the Competence Superiority for a service company. 
 
The 2nd chapter gives an analysis on the current situation of the decorative 
paintings in China 
 
The 3nd chapter analyzes Xiamen Huarun’s market situation. 
 
The 4th chapter focuses on Xiamen Huarun’s Service Marketing Strategy from 7 
Ps: Product, Place, Price, Promotion, People, Physical evidence, and Procedure   
 
The last chapter points out the future direction for Xiamen Huarun. 
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第一节  服务营销理论的产生与发展 






而形成了服务营销的 7P 组合。随着 7Ps 的提出和广泛认同，服务营销理论的研
究开始扩展到内部市场营销、服务企业文化、员工满意、顾客满意和顾客忠诚、
全面质量管理、服务企业核心能力等领域。 








                                                        

































































服务的特征如图 1 所示： 
 
图 1  服务特征连续谱 
  

















































                                                        
①《营销理论与发展：服务营销》.中国营销传播网.http://lib.emkt.com.cn，2005 年 

















如表 1 所示： 
 
表 1  服务的特殊性 
商品 服务 相应的含义 
有形 无形 服务不可储存 
  服务不能申请专利 
  服务不容易进行展示和沟通 








生产与消费相分离 生产与消费的同步性 顾客参与并影响交易 
  顾客之间相互影响 
  员工影响服务的结果 
  分权可能是必要的 
  难以进行大规模生产 
可储存 易逝性 服务的供应和需求难以同步进行 
  服务不能退货或转售 
资料来源：Services Marketing：integrating Customer Focus Acrossth Firm(3rdEdition),Valariea. Zeithaml《服
务营销》.张金成、白长虹[译].机械工业出版社，2004 年 
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